This study provides a critical analysis of nonverbal behavior in intercultural communication between Nigerians and Non-Nigerians during business transactions. Findings from survey of more than one hundred respondents (Nigerian business men and women) residing in Nigeria and in the United States over a period of eight months (2011)(2012) were interpreted and analyzed. Specific nonverbal communication variables of the study included silence, non-verbal feedback, facial expressions, voice volume, gestures, and eye contact. The survey comprised of demographics and ended questions, and was pilot-tested by a sample of business people of multiple ethnicity and gender. Using survey and face-to-face interviews, this research expands research on specific behaviors of Nigerian non-verbal communication in the larger African context. It identifies unique nonverbal symbols essential for effective business negotiation in Nigeria, and provides appropriate culture-specific recommendations for communicating crossculturally and nonverbally with Nigerians during interpersonal and group negotiations. Finally, the study stresses the significance of enculturation in Nigeria by identifying adjustment strategies associated with nonverbal behavior in cross-cultural business negotiations.
counterparts.
Demographic data and open-ended questions were developed and used to identify categories of people involved in global businesses with Nigerians. Prior to distribution, the survey was pilot-tested by a sample of business people of multiple ethnicity and gender in Nigeria. This sample population provided useful feedback and as a result the survey instrument was adjusted accordingly.
Surveys for the research were administered via hardcopy were distributed and collected over a period of three months (April -July) in Nigeria and in the United States. A total of two hundred and fifty (250) surveys were distributed in two locations: the Nigerian Embassy in Washington, D.C., and Abuja, Nigeria, 150 and 100 surveys respectively. Participants were limited to Nigerian business-men and women residing in the United States and those living in their home country of Nigeria. Those surveyed included Nigerians working for private, not-forprofit, and governmental organizations involved in international or global business. This included independent Nigerian entrepreneurs (small business people). At the end of June, additional one hundred (100) surveys were sent to Nigeria in order to increase the number of participants/respondents, but the surveys were not returned on time for inclusion in the analysis.
 Nigerian Embassy in Washington, DC: Surveys were distributed at the Nigerian Embassy in Washington, D.C. to Nigerian business people residing in the Washington Metropolitan Area, and to Nigerian business entrepreneurs, importers, and exporters who came to the Embassy from other parts of the United States for business meetings, and for national or international business conferences. Non-Nigerian business associates or partners were not allowed to participate in the surveys.  Nigerian Federal Capital, Abuja: Many private and public organizations are located in Abuja, Nigeria's federal capital where much international business transactions take place. One hundred (100) surveys were sent through a professor at a local University in Nigeria to distribute to people involved in global businesses. This survey included Nigerians who interact with foreign business partners either in Nigeria or abroad. Additional fifty (50) surveys were sent through a research colleague in Nigeria.
Questions
Participants were presented with questions covering such specific topics as use of silence, nodding of the head, facial expression, regulation of volume, speech rate, and individual's personal space/distance. Each time, participants were asked to what extent they adjusted the non-verbal behavior when holding a business conversation with other Nigerian or non-Nigerian business people.
The questions were presented in pairs. The first question would ask about a concept as it related to a non-verbal concept as it related to business conversations with other Nigerian business people. An identical question would ask about the same concept as it related to business conversations with non-Nigerian business people. The questions were constructed around a statistical percentage with a calibrating verbal descriptor. Participants were offered a multiple choice option of:
International Journal of Academic Research in Business and Social Sciences
August 2013 , Vol. 3, No. 8 ISSN: 2222 243 www.hrmars.com/journals a) 0%
(Frequently) e) 75%-100% (Almost Always).
Participants
The sample size included Nigerians working in any form of global business in parts of the United States (n=100) and Nigeria (n=150). One hundred and six participants responded, providing a 42% response rate. All responses are reported in aggregated percentages. A total of sixty (60) surveys were received from Nigeria, and forty-five (45) surveys were collected through the Nigerian Embassy in Washington, D.C.
Respondents were closely apportioned by gender, with 55% male and 45% female. The age of the respondents was distributed as 11% in the 30-39 years old age range, and 44% in the 40 to 49 years range, 42% in the 50-59 years range, and 3% as 60+ years age range. Participants had lived in Nigeria for varying lengths of time. Four percent of the respondents had never lived in Nigeria (showing as zero years). Another 7% had lived there for 1-3 years, a small percentage (2%) lived here 4-6 and an additional 2% lived there 7-9 years. Many respondents, 27%, lived in Nigeria for 10-15 years; the majority of the respondents, 59%, lived there for 16+ years. Some survey participants (24%) had not ever lived outside of Nigeria; 43% lived outside of Nigeria for 1-3 years; 18% lived outside 4-6 years; 2% reported living outside of Nigeria for 7-10 years; 2% reported living outside for 10-15 years, and 11% reported living outside of Nigeria 16+ years.
Surveys indicated that 29% worked for a for profit organization; 44% worked for a notfor-profit; and 27% were associated with the government. When asked to report the size of the organization employing the participants, they answered as follows: 10% were associated with an organization that employed 1-50 people; 9% reported 50-100 people; 29% reported 100-200 people; 41.9% reported 200-500 people; and 10% reported more than 500 people.
When respondents were asked to name the countries of origin of people with whom they did (or had done) business, they named 20 specific countries from five different continents, including Africa, North America, South America, Asia, and Europe. A distinguishing factor regarding this research is that data were collected from two different samples. One sample population was from North America and the other sample population included Nigerians currently residing in Nigeria.
Verification
The basis of this survey is information that is "self-reported." In order to verify the results of the survey, a research colleague with specific expertise in Nigerian non-verbal behavior confirmed the results of the data collection. This data was verified by testing the research against more than 100 observed conservations between Nigerian and non-Nigerian business communicators. During these conversations, formal records were made of the observations. This verification occurred after the collection of the results so that the findings would not be negatively impacted.
International Journal of Academic Research in Business and Social Sciences
August 2013 , Vol. 3, No. 8 ISSN: 2222 
Results/Findings:
The results reveal several important trends which business communicators would want to be aware of. Engagement in non-verbal communication adjustments will potentially enhance the effectiveness of business transactions and may address potential treats prior to occurrence. Participants were asked an introductory question regarding the extent that they balanced verbal and non-verbal communication when communicating with other Nigerian or nonNigerian business people. Answers/responses range as listed below:
 mostly verbal (80-90% verbal and 10-20% non-verbal);  somewhat more verbal (60-80% verbal and 20-40% non-verbal);  half and half (50% verbal and 50% non-verbal);  somewhat more non-verbal (20-40% verbal and 60-80% non-verbal) and  mostly non-verbal (10-20% verbal and 80-90% non-verbal).
Approximately half of the respondents reported the balance of verbal and non-verbal was at least 50% or more non-verbal (including half and half, somewhat more non-verbal, and mostly non-verbal) when communicating with other Nigerian and non-Nigerian business people.
Oculesics
The survey questioned participants on oculesics, specifically eye contact and mutual gaze (Victor, 1992, p. 205) . Results showed a noticeable variance in the use of direct eye contact and a brief gaze when comparing business conversations with other Nigerian and nonNigerian business people. Thirty-nine percent (39%) reported seldom using eye contact when holding business conversations/negotiations with other Nigerians (additional 16% occasionally and 24% frequently), as opposed to only 17% used eye contact when holding business conversations with other non-Nigerians (additional 26% occasionally and 34% frequently). Approximately the same number of participants reported never (about 9%) and almost always (13%) using oculesics.
Proxemics
Survey participants were asked about the extent to which they use proxemics, such as specifically adjusting the physical distance between people. A quarter of the respondents (25%) reported that they never adjust personal space with other Nigerian business people, as compared to 9% who reported never adjusting when meeting with non-Nigerian business people. Approximately 26% adjusted space frequently or almost always when meeting with other Nigerian business people, versus 46% who frequently or almost always adjusted with non-Nigerians. These results verified that significant percentage of Nigerians frequently adjust space when communicating with non-Nigerians.
Paralanguage
Participants were asked about the extent to which they regulated volume, such as feeling comfortable using a loud volume. When communicating with other Nigerian business people, 22% of the respondents indicated that they frequently or almost always did. Respondents doubled the number (44%) by indicating that they frequently or almost always regulated volume when communicating with non-Nigerians.
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Silence
When participants were asked about the extent to which they used silence in a respectful way, close percentages were scored in occasionally and frequently range of the Nigerian and non-Nigerian business conversations (44% and 40% respectively). An identical answer (12%) appeared in the "almost always" range for both types.
Greeting
Respondents indicated that they do adjust their greeting message, specifically the word choice, when meeting and communicating with other Nigerian or non-Nigerian business people. Of particular note is the number of participants who frequently or almost always adjust: 33% for Nigerians and 52% for non-Nigerian. Conversely, 42% of the respondents reported that they adjusted never or seldom for Nigerians and 28% for non-Nigerians.
Kinesics
Participants were asked about adjustments related to kinesics, specifically a nod of the head, gestures, slight touch, and extensive touch. Common patterns emerged in the use of non-verbal feedback, such as a nod of the head in agreement. Over half 51% of respondents used the nod frequently or almost always when communicating with other Nigerian business people, and 50% did with non-Nigerians. This pattern also became evident regarding the extent to which participants demonstrated negative or dissatisfactory emotions through facial expression, such as anger, sadness, frustration, or disappointment. A similar number of respondents never display negative emotions when communicating with other Nigerian or nonNigerians (27% and 28% respectively). A close number of respondents "seldom or occasionally" did (51% and 54% respectively).
The extent to which participants adjusted their use of slight touch, such as touching others on the arm to build trust and convey warmth, also tracked this pattern. About 25% of respondents adjusted occasionally (23% for Nigerians, and 25% for non-Nigerians). Also, adjusting "never or seldom" for business communications with other Nigerians was reported by 52% of respondents; the same adjustment was at 46% for non-Nigerian respondents.
When questioned about extensive touch, such as embracing others, respondents indicated that they frequently or almost always adjusted 18% of the time with Nigerian business people and 37% of the time with non-Nigerians. Thirty-one percent of the respondents indicated that they never adjusted extensive touch with other Nigerian business people, and 25% of the respondents never adjust with non-Nigerians.
The use of gestures presented a different pattern. Only 21% of respondents indicated that they frequently or almost always adjusted their use of gestures with other Nigerian business people, whereas 46% adjusted frequently or almost always with non-Nigerians.
Control of Non-verbal Messages
Participants/respondents were asked about the extent to which they have experienced an unsuccessful attempt to control non-verbal messages, for example, gestures and facial
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August 2013 , Vol. 3, No. 8 ISSN: 2222 expressions, when their actual feelings were the direct opposite of what was being said. Fortyfour percent (44%) answered that they had never or seldom experienced this when having a business conversation or negotiation with other Nigerian business people. Thirty-two (32%) of the respondents indicated that they had never or seldom experienced this with non-Nigerian business people. The contrast became evident when 39% of the respondent answered that they had experienced an unsuccessful attempt to control non-verbal messages occasionally or frequently with other Nigerians versus 60% (sixty) with non-Nigerians.
Avoiding Gesture Mistakes
When participants/respondents were asked how they learned to avoid gesture mistakes in business negotiation or conversations, they listed eight generic types: workshops (34%), mentors (24%), books (15%), business associates (15%), friends (3%), a classroom course (3%), a client, specifically a sarcastic client (3%), and the Internet (3%).
Discussion and Recommendations
The findings of this study strongly indicate that non-business business executives or global managers interested in negotiating with Nigerians should make a conscious effort to study, learn, or understand Nigeria's culture-specific nonverbal communication symbols and cues for effective, productive, and successful negotiation outcome. Recent and related literature (Chaney & Martin, 2014; Katz, 2011; Moran & Stripp, 1993) used for this study clearly indicate that a lack of understanding of Nigeria's nonverbal patterns frustrated business negotiations with Nigerian business executives in the past, and a good number of businesses located in some areas of Nigeria left the country as a result of unproductive business negotiations and cross-cultural communication. Evidently, global managers and corporate executives who negotiated contracts with Nigerian business people over the years were dissatisfied with negotiation process, frustrated with mixed messages, and grossly disappointed with a seemingly ambiguous or confusing response, which led to the failure of their negotiations. Globalization of markets seems to have favored the Nigerian society with the surge of Chinese, Americans, and British businesses in the country. While the Nigerian marketplace has been attractive to many global business entrepreneurs and corporations, communication and negotiation with Nigerians should not be taken for granted or underestimated.
With the growing trend of multinational business ventures and strategic alliances, it is important that global managers and corporate business leaders competing overseas, especially in the sub-Saharan region, should devote adequate time and effort to understand nonverbal modes of communicating Nigerians in order to avoid misinterpretation of messages and reactions. For example, eye contact should not be expected during business negotiation, and a high or loud tone the course of negotiation process is not an indication of anger, hostility, or frustration; rather, it is an emphasis on a negotiating term or condition.
Any attempt or an interest to establish business relationship with Nigerians or in Nigeria requires a sound understanding and interpretation of non-verbal language, effective interpersonal and group exchange, and an open-minded negotiation strategy. For example, a cross-cultural global business analysis, Chaney & Martin (2011 , 2014 , Moran (2011), and Trompenaars (1993) stressed that Nigerian business people are engaging individuals, skillful in negotiating contracts, interested in win-win negotiation, persistent on clarity of negotiation terms, and interactive in group communication.
Due to the nature of Nigerians as individualistic and independent in their business orientations, negotiations in the country is a competitive process as everyone persistently strives to achieve his or her negotiating objectives. Furthermore, business negotiation with Nigerian partners usually involves bargaining because many business people in the country acquired or learned bargaining skills very early in their lives. Of critical importance during negotiation is the need to recognize someone's age and professional status because age is highly respected and considered an indication of wisdom and responsibility in dealing with others. As a result, older Nigerian business people are well-respected and acknowledged because of their wealth of business experience and knowledge gained over the years of domestic and international business operations and relationships. Other significant factors to keep in mind when negotiating with business partners in Nigeria are their educational credentials and professional positions. While the country has a lot of respect for females in the business environment, male business people and entrepreneurs seem to dominate international business engagements and they are more prominent and are treated differently in some business-related transactions. Reynolds & Valentine (2011) and Chaney & Martin (2014) consistently maintained that establishing a personal relationship is a significant element and accounts for the success of business negotiations with Nigerians and with other nations in the sub-Saharan region. As negotiation has expanded in scope involving cross-cultural communication skills, there is a serious need to appreciate the role of nonverbal behavior in achieving a desirable win-win negotiation result. Under normal circumstances, business negotiation with Nigeria business people takes a long time to complete because of specificity of terms and conditions needed to conclude a deal; therefore, the question of timeframe during negotiation is usually not important as long as the negotiation is mutually and satisfactorily completed. Moran et al. (2011) added that professional appearance/attire or "being well-dressed" during negotiations makes good impression and enhances the evaluation made of individuals in a negotiation meeting. Indeed, an impressive professional appearance contributes immensely to the success of a negotiation as it indicates both courtesy and respect to the negotiating process. It is also noted that at the end of a successful negotiation with Nigerian business partners, a contract confirming a negotiation is usually flexible and could be either verbal or written. This flexibility in the nature of business contracts is the main reason trust and commitment is considered a critical factor in negotiating with Nigerians.
Both oral and written communications are accepted as valid commitment in business negotiations.
Due to the growing trend of globalization of businesses and markets and the interdependence of business partners around the globe, this study recommends a strong emphasis on the study of nonverbal signs in global cross-cultural communication. International business operation is expanding by leaps and bounds and the establishment of subsidiaries in different parts of world and cultures is a critical measure of business success. Therefore, crosscultural business skills as well as nonverbal communication proficiency cannot be overemphasized in today's competitive multinational business competition. Chaney & Martin (2014) , Okoro & Cardon (2010) , and other cross-cultural studies substantiated the role of nonverbal language in intercultural business negotiation and communication.
